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1. Introduction

In today’s challenging business environment, the companies are mostly dependent on customer
relationship management as they are considered as the key factors for improving the company
sales and growth in the end. The report has focused upon the discussion of Customer relationship
management (CRM) in the growth of the retail business and the importance of trade marketing
for the increasing sales and profitability of the business. On the other hand, the importance of
customer satisfaction after a company’s product sale and marketing has been critically analysed
and the various challenges the retail companies face in maintaining good customer loyalty in this
competitive business environment have been discussed. Through the findings of the literature
review, the way buyers decision-making process is involved by a good marketing and sales
policy of a company have been analysed and gaps in the previous research on this topic have
been highlighted. The methodology section deals with the findings and the process in which the
specific data related to the research topic have been collected.

2. Project Background and Rationale

2.1 Background of the Project
The research project aims to explore the relationship between trade marketing activities and
CRM management that creates a direct impact on the sales and growth of the retail business.
Customer satisfaction and customer loyalty is considered as the heart of victory in today’s
competitive business environment to bring growth in retail organisations. They contribute the
majority for the sustainable existence of the business in gaining competitive advantage. CRM is
the combination of practices, technologies, strategies that the business organisations apply to
manage and analyse the customer basic needs, and requirements based on which their buying
behaviour varies (La Rocca et al. 2018). On the other hand in case of trade marketing, positive
customer satisfaction and loyalty helps in the brand development and increasing sales revenue of
the business. The CRM system comprises customer and sales promoter’s data of various
organisations through different channels between the customer and the organisation that
includes, offline sale, online sale, website trafficking and marketing strategies of the business.
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Through the establishment of this relationship, trade marketing is also largely influenced thus
directly affectingthe sales growth of the business to earn profitability (Chou, 2019). Through the
research questions that will be answered in this project work, the influence of sales promoters in
customer purchasing decision-making process will be analysed. On the other hand, the types of
customers who come back to the retail stores after purchasing a product to seek assistance about
the product will be also analysed through the findings in this report. Therefore, the various
challenges the sales promoters and different retail business organisations face after the sale of a
particular product will be evaluated in this project and the way it affects the sales benefit of the
organisation in this competitive world will be analysed.

2.2Rationale

The project is considered significant in the sense that it will help in bringing forth the influence
of the trade marketing activities on Customer Relationship Management. In this sense, it will
help in assessing the various aspects of trade marketing activities and Customer Relationship
Management for determining the impact of both on customer loyalty and customer
satisfaction.Inthis context, the research will also shed light on the importance of relationship
marketing in the contemporary retail market.
The changing market trends and the demands of the customers have been a major issue in terms
of managing the customer relationship. This has led to the development of the given research, as
it would further help in initiating the understanding of the digital marketing aspects of business
communication. The trade marketing process has been focused on in this paper as a part of the
customer relationship management approach that is not to be used in the company. It has been
noted that there are different sets of activities that are identified in the form of after-sales,
customer loyalty development programs and market research on the customers to be important to
retain the process of CRM development.
The research would further help in developing a deeper understanding of the different types of
trade marketing process available and essential to meet the overall prospects of the customer
relationship management process. There would be more focus given on digital marketing in the
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form of trade marketing for retail industries as the physical retail stores in different sectors are
gaining loss due to the interest of consumers to attain more of the online sold products.

3. Linking the area of the programme to the area of investigation

The primary areas that are focussed by the project include Customer Relationship Management,
trade marketing and relationship marketing in the context of the retail sector in UK
(Haghighatniaet al. 2018). In this regard, the areas that ought to be investigated include the
benefits and impact of Customer Relationship Management, the importance of trade marketing in
sales and the challenges associated with maintaining customer loyalty in the competitive
business market focused on UK.

4. Research Questions
Q1. How trade marketing activities and CRM impact on customer satisfaction and customer
loyalty to gain a competitive advantage in the business environment?
Sub-research Questions:
•

How trade marketing and promotional activities as well as after-sales care have a
significant impact on customer satisfaction and customer loyalty?

•

Face to this reality of online shopping and an increasingly independent consumer, what
would be the challenge of digital Trade Marketing and E-commerce through the optics of
digital trade marketing? What does this imply in the sales impact?

5. Literature Review
5.1 PreviousLiterature
The strategic CRM process is focused upon the development of customer-centric business
culture to gain a competitive advantage and keep the customers delivering value better than its
market competitors do. According to Waliet al. (2016), it can be determined the customer plays a
key role in shaping any business growth and organisational development and, therefore, the
companies need to focus on establishing a strong CRM process and for achieving the success of
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the product after the sales. Many types of research and reviews have been done on the findings to
determine the aftereffect of sales on building customer perception about particular brand value.
Carlson and Lee (2015) also state that research has been done on understanding the role of
customers and marketing strategies for business growth and development. From the earlier
research findings, the impact of customer satisfaction for increasing the sale of the product and
creating business value has been identified. The role of marketing and promotional strategies in
achieving business success has been also evaluated from many of the previous literature analysis
and findings. On the other hand, the significant impact of customers in adding value to the
business and product development has been discussed in many literature review findings. The
key role of promotional strategy and various marketing activities for increasing the sales growth
of the retail business have been also evaluated based on the findings of the earlier literature
review and secondary research analysis (Zimmerman and Blythe, 2017). In order to ensure that
the organisational change and the change in the business is effectively managed addressing the
customer issues after the sales is very essential that helps in increasing the profitability and brand
value of the particular product or the business.

5.2 Literature Gaps
Palmatier and Crecelius(2019) argued that the relationship that exists between the trade
marketing and customer relationship management in increasing the sales of the business has a
significant gap that needs to be analysed to determine the direct impact on the sale of the retail
businesses. Webster and Hume (2019) have further stated that to increase the sales of the retail,
the business focus needs to be given upon the various trade marketing activities and after-sale
analysis son determining customer satisfaction on the use of a particular product. On the other
hand, the role of the salesperson in shaping the consumer purchasing behaviour and decisionmaking process needs to eb strongly identified to determine the literature gap that exists in the
specific area. The way salesperson behaviour and product selling approach influence a consumer
buying decision needs to be further evaluated through the reviews of the current literature
analysis. The use of the product after its sales have a strong impact on gaining a competitive
advantage in the market environment if the organisation and the brand can gain positive
customer satisfaction and loyalty through addressing the customer issues related to the service
and utilisation of the product (Haghighatniaet al. 2018). Therefore, the noticeable gap that exists

Page 7 of 31

between the customer buying decision process and sale of a particular product will be identified
through the help of further findings in the current literature analysis.

5.3 Factors influencing trade marketing activities
According to Mozahebet al. (2015), several factors directly affect the trade marketing activities
of the retail business creating a direct impact on the sales benefit. Few of the factors that need a
special discussion on this regard are:
Category Display of the product
With the help of the value, strategy product display and category of the products are displayed in
the in-store marketing, thus attracting the customers and achieving customer satisfaction through
effective marketing strategies. In order to show the arrangement of products in retail stores, the
application of multi-dimensional scale system for the display of the product helps to satisfy the
customer needs and demands thus achieving strong customer satisfaction and loyalty (Kumar and
Reinartz, 2018). On the other hand, the strategic demonstration of the category of the products
in-store display and in the online sales help as a positive factor for bringing growth in the trade
marketing thus creating a direct impact on the increasing sales of the business.
Sales Promotion and online marketing
In the global competitive business environment and with the advancement of technology the
various online promotional activities and marketing strategies help in the increased sales of the
business that directly determines the consumer purchasing behaviour. Aiyeret al. (2018) stated as
the customers have several viewpoints on a particular product upon its type, colour, size, quality
and the price, the retail business organisations need to address the customer issues and give
choices on the sales promotions for the products and the services. On the other hand, online
marketing strategies and sales promotion plays a significant role in trade marketing activities and
increase in sales after the product sale. The positive customer feedback and online review help in
improved marketing strategy and the increasing sales of the product.
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5.4 Components of CRMFramework

Fig 1: CRM key components
(Source: Kasemsap, 2019)

The trade marketing activities and the sales promoter’s behaviour directly affects customer
satisfaction and customer loyalty in increasing the sales profit of the business in the competitive
world (Carlson and Lee, 2015). The trade marketing activities are mostly associated with
category display, sales promotion and price strategy of the business thus helps in achieving the
customer satisfaction and loyalty. On the other hand, ethical issues, listening behaviour and
customer perception about a particular product or service directly influence sales promoter’s
behaviour. Therefore, CRM Framework is an integrated approach for most of the retail
organisations to offer flexible packages that are beneficial for all the small and medium-sized
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enterprises. With the help of the application of CRM model, the businesses help to gather
substantial benefit and growth in their sales by keeping loyal to its potential customers and
achieving customer satisfaction through proper utilisation of the product sales and services.
Palmatier and Crecelius(2019) stated that to increase the customer satisfaction, loyalty and brand
retention strategy is essential to monitor the customer’s feedback and attain their queries and
issues for increasing sales of the product and gaining a competitive advantage in the retail
business environment. On the other hand, customized marketing and online promotions help in
the improvement of trade marketing increases sales and lead to satisfied customers. Therefore,
the various components of CRM Framework help to build value for the business gaining
customer satisfaction and meeting the various challenges in the CRM process.

6. Importance of customer satisfaction and loyalty after the sales and its
impact on the business
The duty of a salesperson or sales promoter’sdoesnotend with the sale of a particular product or
providing effective services to the target customers. It is a continuous process to evaluate the
customer feedback and perception on a particular product or service after its usage or application
(Reicher and Szeghegyi, 2015). Therefore, to ensure that customer satisfaction is met to gain
loyalty development of a proper customer relationship management is essential for the growth of
the retail business and also other business or services. Through the help of effective customer
satisfaction and resolving queries of the customer related to the product after its sale, a brand can
achieve customer loyalty thus increasing the sales of the product and gaining a competitive
advantage in the retail business environment. However, the buying decision process of the
consumers is largely dependent upon the performance of the sales executive and their way of
addressing different issues of the customers even through online website and e-commerce
platform. According to Sulistyo(2016), positive customer feedback can help in the increased
sales of the company’s product and a negative review can bring down the business largely.
Therefore, it can be stated that sales value and the company’s profit earning have a direct impact
on customer satisfaction and establishing strong relationship management with the target
customers of the business.
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7. Challenges of maintaining customer loyalty through product satisfaction in
this competitive world
With the advancement of technology and the easy availability of information, the product
qualities that are offered by different retail brands are almost similar and thus the competition is
increasing daily (Waliet al. 2016). Therefore, to make the company maintain its sustainability
and visibility in the competitive market environment a strong CRM and trade marketing is
essential for the increased sales of the businesses. However, there are certain unavoidable
challenges for the salesperson as well as the owners of the retail business in achieving customer
loyalty through product satisfaction. Mozahebet al. (2015) state that understanding customer
expectation and fulfilling the business needs based on customer requirements is a primary
challenge for the business today to gain a competitive advantage. On the other hand, reaching out
to the target customers of the retail business by selecting the right advertising medium is a big
challenge as satisfying the customers on the related products is equally important in this
promotional activity. The consistency in maintaining the quality and brand value is also a
challenge for the sales promoters of the retail business in this competitive market (Al-Weshahet
al. 2019). The brands like Zara, Marks&Spencer have been able to maintain their consistency in
quality of the products as well as customer service thus helping in achieving customer loyalty
over the years.
As opined by Veselovaet al. (2017), the mitigation of the challenges and the different barriers
that are being faced in terms of maintaining the loyalty of the customers will be further achieved
by innovation being the primary mode of strategic development in the retail stores. As
innovation helps retail companies to stand out from similar companies and businesses, the
process of innovation has been acting as a part of the competitive advantage development
process. The development of innovation in terms of the different types of promotional activities
would help in improving the reviewing of the products and services given by the retail
businesses to the customers. As attracting the target customers is the major cause of concern for
the retail industries, an adaptation of the innovative approaches to customer relationship
development process are the only key to cope up with the changing market trends. Instalment of
new software for customer relationship development and ensuring proper customer support
provision is more productive in comparison to the traditional model of developing customer
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relationship and loyalty. Thus, innovation is not the only mode of standing out; there are certain
other initiatives that could be taken into account by the retail stores or businesses by adapting to
the measures that are mostly focused on the customer demands and requirements (Filipe et al.
2017). The current lifestyle of the customers is highly important to be researched in order to
ensure that the correct measures are being taken for CRM processes. These measures would
improve the overall prevalence of competitive advantage in the retail industry considering the
development and increasing trend of online shopping.

8. Trade marketing
According to Mohammadian and Makhani, (2016), the trade marketing process is the most
common form of marketing that is being used by the different types of retail industries in order
to develop their customer loyalty perspectives. However, there have been considerable changes
in the purchasing prospects of the customers in terms of certain products that are based on an
online shopping spree. This has led to the requirement of adoption to the new customer
perception of availing products from companies that are to be incorporated in order to increase
the sales of the stores operating in the respective locations.

8.1 Innovation of trade marketing through online purchasing perception of
customers
Innovation has been a major cause of development for many organizations, which are bound by
the traditional process of marketing and promotional activities to be conducted. According to
Moliner-Velázquez et al. (2019), trade-marketing process can be driven to a new dimension of
marketing process by means of using the perception of online purchasing. There are certain
strategies that enhance the prospects of such marketing approaches in order to increase the sales
of the physical stores. The in-store sales of the company can be further increased by offering
people experience in terms of the online website that has been presented by the company. The
buying behaviour of a consumer is highly influenced by the ways in which the website of the
company has been presented. Consumers tend to visit the online website of the stores before
visiting them on a personal note; this holds the place for an effective increase in the demand for
the store visit by improving the quality of the website. A highly informative website is more
likely to please a customer to visit the store than a website of a company which takes time to
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load the terms and lack of information present on the products and services to be provided by the
company.
As opined by Moorhouse et al. (2018), the presentation of retail stores is highly important to
attract more customers, which further indicates the appreciable and attractive preview of the
stores at the products. This indicates that the development of video content is highly effective in
terms of attracting customers to visit the stores and purchase their products. It has been identified
that the social media platforms like Facebook, Twitter and others have been highly productive in
previewing the products that are to be sold in the store for the customers through the video
content being marketed by them. This has been more productive in increasing the overall
engagement of the customers leading to a higher conversion rate. The presence of short and
explanatory content of the products and the services would be effective in allowing the
customers to gain interest in the store products and visit the store with purchasing intention
(Vakulenkoet al. 2019). The development of an internal communication system that helps the
websites to be updated with the products that are currently available in the stores helps the
customer to exactly obtain the products that they had been looking for through the nine previews
while they visit the nearest stores for better verification. As communications, the key to my
marketing process hence trades marketing can be further improved through effective internal
communication platform measures.
According to Smith (2017), the most common form of trade marketing development through the
perspective of online purchasing criteria used by the customers can be enhanced through the
common mode of technology usage through email. The redirection for the sales strategy can be
more prominent in terms of enticing the customer to visit the nearest located store by reviewing
their wish list products or the products that have been searched by them on the website. As
customer relationships are the key to any marketing process, it has been noted that the use of
trade marketing in an innovative manner would be providing more focus on email marketing to
keep the interaction with the customer to be operating. According to Pantano and Priporas
(2016), lead generation is the most vital element in terms of increasing the value of an
organisation, which is also applicable in terms of retail stores. Developing content is highly
essential in retail stores in order to make the stores stand out from the other companies and stores
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along with the online website seers to convince the customer to visit the stores more often
through the websites of the company previewing the products more intricately.

8.2 Application of Digital trade marketing and its help to boost online sales
The digital trade marketing can be applied in different ways that involve the consideration of the
following activities to be the core processing for effective development of digital trade marketing
system.
Creativity
Creativity is the ideal feature that is to be incorporated in any mode of activity in terms of the
marketing process. There are different types of creative approaches, which can be used in the
current times of digital spaces. As opined by Chaffey and Ellis-Chadwick (2019), the creative
marketing strategies involve the application of developing creative strategies that would help in
increasing the growth rate of success by applying sustainability approaches in the company of
the retail industry. The promotion techniques that are to be used must be creative which enhances
the ability of the consumers to involve more into impulse buying behaviour in comparison to the
traditional model of trade marketing. Creativity can be developed in the form of co-promotional
that will help in instigating the overall purpose of products in the development of a creative side
of the usability purpose of the products being sold (Balaji et al. 2018). The process of the digital
trading process with the creativity involved in the strategies would help in increasing the overall
engagement of the consumers in the purchasing process.
Purpose
The purpose of the products must be defined to the consumers and must be addressed loudly.
This has been the major understanding developed by Balaji et al. (2018), who has been highly
indicative that the formation techniques the major focus of digital trade marketing process. The
approach of developing the purpose of the products and the services that are to be sold by a
company in the retail industry helps in enhancing the overall understanding of the usability of the
product for the consumers based on the digital trade marketing process. It is important to note
that the purpose must be effective enough to bring out the sentiments of the customers and
should relate to the everyday lifestyle of the customers so that they are able to relate the usability
of the product with the day-to-day activity. It can be further focused on developing storytelling
network that helps in increasing the rate of the authenticity of the products and at the services
that could be sold by the company (Nuseir, 2016). The purpose of the products must be
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mentioned in the content developed for trade marketing promotional technique that is to be used
hence bringing the company to the forefront in comparison to the other companies who are
selling similar products. It further allows the company to be transparent to their customers that
are highly appreciated and accepted by the customers in current times.
Brand building
Brand building in digital trade marketing is not only focused on the development of the
reputation of the company but the development of the reputation must align with the current
customer valuation process. It has been noted that various companies are being rejected even
after having a position of the quality brand due to the usage of the resource for the development
of the products and services. The promotional techniques that are being used by the companies
are focused on traditional methods that are not environment friendly and involve higher cost
damage to the environment as well (Behera et al. 2020). The customers leading to their demand
for eco-friendly companies are more appropriately visible do not overlook these damages. It has
been noted that the use of digital trade marketing can be further enhanced by making all the
major activities in terms of transactions and other processing like, feedback gathering, leaflet, or
basic promotional process, which entices more consumers to avail such products. The use of
sustainability approaches is more appreciated by the customers in recent times that are obtained
by increasing the rate of the digital marketing process.
Promotional schedule
Some companies are adapting to the process of promotional schedule that helps in training the
customer to purchase their products only when the company is providing productive offers and
discounts in the company's products and services. This further helps in maintaining customer
loyalty and increases the overall lifetime value of the customers (Kannan, 2017). It is important
to note that the scheduling the promotional technique indicates the development of notification
systems to the customers when there are any sales ongoing in the retail shop, which would
further allow them to visit the store eventually and buy the required products.

8.3 Case study of Loreal
L'oreal has been highly keen on developing its marketing process in terms of adapting their
marketing strategies according to the changing market trends. The company has been sustaining
the beauty retail industry for more than a century now that already provides them with a better
position in the market. However, there has been a huge reduction in the sales of the products
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from the stores and it is more convenient for the customer to buy their products from the online
retail shopping websites at a discounted price. They have internet change their marketing
strategy that has been termed by them as Marketing 3.0, which is focused on the process of desiloing (Santos et al. 2018). The major focus of the new marketing process is involving digital
trade marketing processes that would help them in increasing the purchasing sequence of the
customer from the stores in comparison to the buying rate from the online websites. The major
focus of the given strategies would be including the go-to-market strategy that involves sharing
of the required information to the respective departments and acting on the required steps as
necessary to upgrade the employees accordingly.
The use of a different type of marketing strategy has been the major cause of cancer that has
been raided by the company that is based on the development of product categorization and clear
demonstration (Stephen, 2018). The company has invested at a high rate in terms of the digital
marketing platforms that are being used by them to ensure that the customers are being able to
review the products in a more effective manner and buy their products through a go-to-market
strategy being imposed on them. It has been noted that the development of brand loyalty has
been the major cause of attraction for consumers. The company has been able to provide
effective coupons and vouchers, which is only restricted to purchasing process that is based on
in-store purchasing. The application of such a strategy has increased the rate of customers
visiting the company. This strategy has been further helping the company to ensure that their
employees are treating and meeting the demands of the customers at once ensuring that the
customers are retained to visit the store more frequently (Zaveri and Amin, 2019).

9. Methodology and methods of data analysis
The methodology that is to be used in order to conduct the process of data collection and analyse
the respective data that has been collected is highly important to ensure that the research
requirements have been met effectively. The given action helps in identifying the different set of
research methods that has been used in order to gather data for the given research process.

9.1 Research Methods and selection of the process
The research methods that have been taken into account for the given research is based on
qualitative research methodology. The major focus of the development of qualitative research is
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to ensure that a deeper understanding of the different retail operations in terms of maintaining the
customer satisfaction and loyalty can be identified effectively. It has been noted that the major
focus of the qualitative research is to reach out to the three primary goals that are perception,
opinions, attitude and beliefs. The use of qualitative research helps in gaining the different
perception that has been presented by other individuals in comparison to the perception that has
been developed by a new researcher (Fletcher, 2017). The primary focus of the given research is
to ensure that the mental image of an individual or author or any other significant individuals
who has carried out a research on the identified topic is filtered based on the current requirement
of the research. According to qualitative research, there would be an effective understanding of
the opinions that have been presented by other individuals. It has been noted that the opinions of
the other individuals are highly important in order to make sure that the exploration of the
research is conducted which allows the productive collection of different types of research
findings which is to be developed to meet the research requirements.
On the other hand, the understanding of the beliefs that has been presented by another or any
other researcher helps in developing a ground to the research materials that would be selected to
conduct the given research (Glesne, 2016). These beliefs of the other researchers further entitle
the attitude that is to be maintained for the execution of the design research through corrective
finding of the research process. The primary focus of the qualitative research process for the
given paper would be the use of bibliographic research that would allow the exploration of
books, articles, journals and other website materials that has been researched on by other authors
and researchers. The development of qualitative research has been able to ensure that the
research attributes are not limited and there has been more flexibility present in the approaches
used by means of adapting the questions and changing the overall setting for effective knowledge
gain (Mohajan, 2018).

9.2 Types of findings that support the research questions
The types of findings that have been expected to be obtained from the data to be collected in
order to support the research questions that have been majorly focused on customer satisfaction
attainment. It can be noted that the findings are supposed to be focused on gaining insights on the
marketing activities in the trade marketing prospects that are essential to be carried out to bring
high rates of customer satisfaction. It is further important to note that the findings would be
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highly appropriate, by allowing the identification of data that identified the factors of trade
marketing that focuses on improving the overall customer loyalty and retention process in the
retail-based industry (Nuseir, 2016). The findings must be able to develop better searchers on
the strategies of marketing in terms of trade marketing to ensure that the companies are being
able to gain competitive advantage to the company as well which would further increase the
overall rate of development of the company. It has been noted that retail companies are highly
focused on carrying out the development of traditional trade marketing processes. These
processes need to be influenced by the data that has been collected as a whole. The finding
would further develop the identification of the promotional activities, which has been taken by
various retails stores in different sectors as it has been opened by the authors, and theorists who
have worked on the topic previously. The findings must be able to demonstrate a collective
understanding of the importance of the online shopping process that targeted by the customers
and has increased the overall interest of the consumers. The findings would be further able to
investigate the different challenges that faced by the companies in the retail sector while
evaluating and developing the trade marketing process in the companies (Behera et al. 2020). It
has been noted that the different topics of digital marketing would be identified from the
processing of data collection methods through the articles, journals and secondary materials
sources. The findings that would be able to demonstrate the different impact caused by the sales
process is going to be more effective in reaching out to the provision of justification to the
research questions that have been asked.

9.3 Data Collection method
The research process is to be carried out by using Bibliographic research process, which would
involve the use of research materials in the form so books, journals and website materials that
has been worked on trade marketing process and promotional activities necessary for CRM
development. The data collection process would be focused on a secondary mode of data
collection that would be able to bring in highly productive insight on the overall materials to be
expired and focused on the research questions that have been developed (Gentles et al. 2016).
The selection of secondary data collection is more appropriate considering the intensity of the
research requirements. The data that is to be gathered would be analysed by using a content
analysis technique that emphasizes on the contents that have been presented from the different
materials gathered. It is important to note that the use of content analysis is more effective as it
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involves the observation of the interpretation of the different researchers based on their
investigation and compares them to the current research requirements (Jason and Glenwick,
2016).

10. Data Analysis
10.1Qualitativeapproach

The research uses a qualitative approach based on the implementation of the Bibliographic
process selected as the methodology for the research. The use of the qualitative approach has
been framed upon the axioms of applying the secondary method of data collection as stated in
the previous literature. The use of the secondary data analysis methods finds a way into the
formation of a qualitative approach through the identification of the appropriate bibliographic
materials in the form of academic journals (Peer-Reviewed), books, and online materials that
contain sufficient information on the subject.
The use of the qualitative approach in data analysis had rendered an in-depth detailing of the core
variables of the study leading to the formation of a conceptual framework as suggested in the
literature review section (Khan et al.2016). Additionally, the approach has enabled the researcher
to create openness in expanding responses to the fundamental areas of probing and procurement
of information.

10.2Bibliographic analysis
The use of bibliographic literature helps the researcher to shed light on the pattern of growth in
the literature findings and develop inter-relationship among the diverse ramifications of
knowledge and influencing the impacts of authors and scholars on the subject (Rader, 2019). The
core variables of the study identify CRM, Trade Marketing, and Retail as exponential facets. The
use of the bibliographic analysis has been considered apt for the current study owing to its wider
perspective and procurement of up-to-date information on the subject that is authentic and
genuine.
Aiming to rely only on the bibliographic search, recognizing the peer-reviewed journals, books,
and online materials, the use of the exclusive bibliographic analysis seem to fulfill the need of
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the study and helped the researcher to identify the core documents on a specific subject matter
and thereby address the genuine categorical aspects of the study.

10.3 Literature Survey

The relevance of using the bibliographic analysis process can be manifested in the forms of
expressing its outcomes in conducting the literature survey along with the citation analysis.
Owing to the hiking costs on searching for authentic and scientific publications in the research
subject, along with the lack of sufficient access to databases, the current study had undergone
several challenges while procuring information (Yuan et al.2015). The literature of the study had
been developed based on the use of the latest version of the Google Scholar database.
Additionally, some of the primary and authentic periodicals in the field of Library and
information sciences had been searched to suffice the content of the study.

10.4 Citation analysis
The literature for the current study based on CRM, Trade Marketing, and Retail business is
available in different forms like authentic peer-reviewed journals, books, research papers, and
online materials as well. The search strategy followed a demarcation of identifying the search
databases, along with finding the study materials based on the key terms and finally recognizing
and short listing the appropriate ones. The distribution pattern is stated below:
•

Year-wise distribution

The year-wise distribution marked the selection of the right years to access the most recent
documents (Li et al.2017). This strategy was used to disclose the number of articles that
belonged to a certain period and enabled the researcher to come out with the latest ones.
•

Form-wise distribution

This search strategy indicated the kind of information that was gathered based on the forms of
information present (Lutzker, 2019). The forms included academic materials, Peer-reviewed
journals, Books and online materials that were surfed based on the keywords
•

Authorship pattern
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The information gathered from all the authors was taken into account to arrange and tabulate
them as per the relevance to the subject.
Data

Source Keywords

Platform

Number

of Distribution

Number

Articles

pattern

articles

searched
Google

Trade

Scholar

Marketing,

Science Direct
Springer link
University

Retail,

235

CRM,

customer
satisfaction,
Impact level

material

of Years
considered

sourced
Form-wise
distribution

25

2015

to

2020

Year-wise
distribution
Authorship
pattern

archives
Lecture
materials

10.5 Theme development

Based on the above process of categorizing the search materials, this section describes the key
findings procured from the study in the form of themes development.
Theme 1: Factors that influence trade marketing functions
The findings of the study and the data collected through the use of the bibliographic search
strategy state that trade marketing is a process that is diversely affected by several factors. Each
factor has a specific level of implication on trade marketing functions. The factors include a
relevant projection of analyzing the categorical display of products along with conducting sales
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promotion programs and organizing online marketing projects (Hu et al.2015). The implications
of each of the factors can be seen manifested in forms of revealing the positive qualities of the
product that promote customer attraction to the specified product or service.
The applications of the multi-dimensional scale system have helped the business professionals in
accomplishing strong customer inclinations for the product and thereby develop a sales prognosis
of its possible sales. On the other hand, influences of sales promotion programs along with
online marketing forums certainly contribute to the development of trade marketing functions in
the retail sector. These programs are developed based on the indicative association of the
customers with the products shown in the online platform and thereby evaluate the frequencies in
addressing the customer demands using the online forum for leaving feedback and tactfully
handling them.
Theme 2: Importance of CRM and its after-sale impact
One of the core variables of the research is the acknowledgment of CRM as a smart technique to
deal with customer demands and resolving issues at the earliest. The current finding of the study
reiterates one of establishing the importance of CRM and its impact on customer loyalty after the
completion of the entire sales process. According to the findings, it has been stated that the work
of a sales professional, irrespective of the areas of business refers to the conduction of a
continued process to cater to the demands of the customers and thereby find processes to
continue with its sales promotion and enhance the overall productivity of the company.
This is applicable concerning the retail sector as well and indicates the use of effective CRM
techniques to ensure the loyalty of the customers on the products and services. With a continued
approach to ensuring customer satisfaction processes and developing a mechanism to ascertain
customer loyalty, the use of the CRM methods helps in creating an enduring effect on the
customers (Wolfenden et al.2016). This not only leads to effective customer feedback but also
the engagement of a continuous process in ensuring the after-sales positive effects.
Theme 3: Challenges about the sustenance of customer loyalty in this competitive landscape
According to the findings, it has been noted that sustaining customer loyalty is a challenging task
in regards to the competitive landscape. The rapid advancements in technology have enabled
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business professionals, including the retail sector to come up with an innovative mechanism in
accomplishing competitive advantage for the firms. However, there are relative challenges that
crop up with the applications of the innovative mechanism that have disrupted the process of
effective CRM process within the marketing functions of an organization including retail.
Considering some of the challenges, it has been found that sales professionals face issues in
regards to ensuring a continuous process in CRM and engaging customer loyalty from the
customers. The primary challenges include understanding customer requirements and demands
and address them on an immediate basis. In this competitive landscape, along with the changes
in the cultural aspects, sales professionals find it difficult to cater to the diverse needs of a mixed
set of customers (Lim and Buntine, 2016).
Having a wider perspective of product and substitute availability, customers have a lot of options
to choose from them. Additionally, the availability of a diverse forum of advertising mediums,
the retail professionals find it difficult to select the right channel for advertising. Therefore, it is
based on these aspects, it is challenging for retail firms to come up with ensuring customer
loyalty by applying the apt methods of marketing and advertisement.

11. Ethical Issues
In the complex business environment, modern-day retail businesses face several legal and ethical
issues about company product sales and marketing (Waliet al. 2016). Therefore, the businesses
need to develop their code of conduct and ethical considerations so that the businesses perform
all their activities by abiding the company rules and regulations. In order to carry out the
research work on this particular project, all the legal and ethical considerations have been kept in
the mind while collecting the data from the relevant sources. It is identified that informed
consent has been considered while collecting the data about the research work and no personal
sentiments have been harmed under any circumstances during the interview process. On the
other hand, the data that has been collected is authentic and the privacy of the information
obtained is maintained in a strictly confidential manner.
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12. Risk Analysis and Contingency Planning
12.1 Risks faced while collecting data
The research is conducted using the bibliographic search method and thereby the risk of
accessing permission from relevant authorities for procurement of primary information is likely
not to occur. The risks faced while conducting the study included aspects of accessing the
relevant search database.
Considering all the selected search databases including Google Scholar, Science Direct, and
Springer Link, the search process had been very lengthy and time-taking. Finding the authors and
then writing relevant to the study had been one of the challenges faced during the study. Another
risk considered the limitation in the time allotted for the research and conduction of the
cumbersome time taking process in bibliographic research.
Identified Risks

Possibility of occurrence

Value

Not able to find the

Occasional

3

Occasional

3

Likely

4

Lack of sufficient budget

Seldom

2

Lack of sufficient team of

Improbable

1

appropriate search materials
Not able to access the right
search database
Lack of sufficient time for
conducting the research

researchers

12.2 Contingency plan
The purpose of the risk assessment plan is to find out the areas that might hamper the successful
conduction of the research process (Nylander et al. 2018). Considering the research to be
conducted on the bibliographic search method, finding the probable search databases is a
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challenging task for the research. The highest probability of risk lies in accessing the databases
and procuring the relevant amount of information on the subject.
The possibilities of accessing permission from the authentic hierarchies to procure pertinent data
stand irrelevant in this process. However, the challenge lies in finding the relevant articles from
the large database and shortlisting the right ones (Ştirbuet al.2015). In case of issues like
blockage of the data collection process for any unavoidable reasons, a contingency plan has been
drafted to complete the research work. The contingency plan will include following the below
process:
•

Re-evaluation of the available budget

•

Re-evaluating the availability of the necessary resources

•

Developing a plan B catering to the emergency notifications

•

Shrinking the search strategy limiting the distribution process

•

If possible replacing the secondary search with a random primary search within closer
proximity

Sufficiency in knowledge
I believe that I have handsome experience in conducting researches previously. My research
subjects had been diverse and hence conducting research is not very challenging for me.
However, the research subject needs to be understood well to research a systemized way. In
regards to the current research subject, I do have academic knowledge on CRM, online
marketing, and advertisements as I have been a customer myself. Therefore I can assess the
subject from a customer's point of view.
Limitations
•

Shortage of time in semester 2

•

Time-taking search strategy

•

Accessing the right articles
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•

Budget allocation

Security of the collected data
Once the data is collected for the research, the same shall be secured complying with the security
protocol of the university. I shall place special attention on securing the data within the encrypted
online academic repertoire and thereby ensure compliance with the Data Protection Act of 1998.

13. Conclusion
The report has helped to gather knowledge and insight into the fact that customer loyalty. In
addition, trade marketing has a vital role in shaping the sales and growth of the retail business.
From the rationale and background of the research study, the importance of customer satisfaction
in the development of any business and increasing product sales has been identified. The
research has been developed on an array of literary sources that have been deployed to conduct
the study effectively. The study uses a secondary source of information to substantiate the
formation of a conceptual framework and qualitative analysis of the subject. The research plays a
crucial role in contributing to the empirical and thematic understanding of the subject based on
the findings of the study. Considering the limitations to include the dearth in time and budget
allocation, the research stands successful in profoundly defining the quintessential aspects of the
study by hitting on the core variables. Each of the research objectives has been delved with
excellence by associating the same through creating a link with them in the data analysis chapter
in the form of themes. The significance of the study lies in establishing the key aspects of trade
marketing and CRM in retail business and aspires to contribute to the formation of more
comprehensive research in the future.

Page 26 of 31

14.Reference list
I.

Aiyer, M., Panigrahi, J.K. and Das, B., 2018. Successful Customer Relationship
Management in Business Process Integration and Development of Applications for
Project Management. International Journal of Mechanical Engineering and
Technology, 9(2), pp.637-643.

II.

Al-Weshah, G.A., Al-Manasrah, E. and Al-Qatawneh, M., 2019. Customer
relationship management systems and organizational performance: Quantitative
evidence from the Jordanian telecommunication industry. Journal of Marketing
Communications, 25(8), pp.799-819.

III.

Balaji, M.S., Roy, S.K., Sengupta, A. and Chong, A., 2018. User acceptance of IoT
applications in retail industry. In Technology Adoption and Social Issues: Concepts,
Methodologies, Tools, and Applications (pp. 1331-1352). IGI Global.

IV.

Behera, R.K., Gunasekaran, A., Gupta, S., Kamboj, S. and Bala, P.K., 2020.
Personalized digital marketing recommender engine. Journal of Retailing and
Consumer Services, 53, p.101799.

V.

Carlson, A. and Lee, C.C., 2015. Followership and social media marketing. Academy
of Marketing Studies Journal, 19(1), p.80.

VI.
VII.

Chaffey, D. and Ellis-Chadwick, F., 2019. Digital marketing. Pearson UK.
Chou, C.M., 2019. Social media characteristics, customer relationship and brand
equity. American Journal of Business, 10(1).

VIII.

Filipe, S., Marques, S.H. and de Fátima Salgueiro, M., 2017. Customers' relationship
with their grocery store: Direct and moderating effects from store format and loyalty
programs. Journal of Retailing and Consumer Services, 37, pp.78-88.

IX.

Fletcher, A.J., 2017. Applying critical realism in qualitative research: methodology
meets method. International journal of social research methodology, 20(2), pp.181194.

X.

Gentles, S.J., Charles, C., Nicholas, D.B., Ploeg, J. and McKibbon, K.A., 2016.
Reviewing the research methods literature: principles and strategies illustrated by a
systematic overview of sampling in qualitative research. Systematic Reviews, 5(1),
p.172.

Page 27 of 31

XI.

Glesne, C., 2016. Becoming qualitative researchers: An introduction. Pearson. One
Lake Street, Upper Saddle River, New Jersey 07458.

XII.

Haghighatnia, S., Abdolvand, N. and RajaeeHarandi, S., 2018. Evaluating discounts
as a dimension of customer behavior analysis. Journal of Marketing Communications,
24(4), pp.321-336.

XIII.

Hu, Y., Chan, A.P., Le, Y. and Jin, R.Z., 2015. From construction megaproject
management to complex project management: Bibliographic analysis. Journal of
management in engineering, 31(4), p.04014052.

XIV.

Jason, L. and Glenwick, D. eds., 2016. Handbook of methodological approaches to
community-based research: Qualitative, quantitative, and mixed methods. Oxford
university press.

XV.

Kannan, P.K., 2017. Digital marketing: A framework, review and research agenda.
International Journal of Research in Marketing, 34(1), pp.22-45.

XVI.

Karjaluoto, H., Mustonen, N. and Ulkuniemi, P., 2015. The role of digital channels in
industrial marketing communications. Journal of Business & Industrial Marketing,
30(6), pp.703-710.

XVII.

Kasemsap, K., 2019. Facilitating customer relationship management in modern
business. In Advanced Methodologies and Technologies in Digital Marketing and
Entrepreneurship (pp. 44-56). IGI Global.

XVIII.

Khan, M.I., Yasmeen, T., Khan, M.I., Farooq, M. and Wakeel, M., 2016. Research
progress in the development of natural gas as fuel for road vehicles: a bibliographic
review (1991–2016). Renewable and Sustainable Energy Reviews, 66, pp.702-741.

XIX.

Kumar, V. and Reinartz, W., 2018. Loyalty Programs: Design and Effectiveness. In
Customer Relationship Management (pp. 179-205). Springer, Berlin, Heidelberg.

XX.

La Rocca, A., Perna, A., Sabatini, A. andBaraldi, E., 2018. The emergence of the
customer relationship portfolio of a new venture: a networking process. Journal of
Business & Industrial Marketing.

XXI.

Li, M., Porter, A.L. and Wang, Z.L., 2017. Evolutionary trend analysis of
nanogenerator research based on a novel perspective of phased bibliographic
coupling. Nano Energy, 34, pp.93-102.

Page 28 of 31

XXII.

Lim, K.W. and Buntine, W., 2016. Bibliographic analysis on research publications
using authors, categorical labels and the citation network. Machine Learning, 103(2),
pp.185-213.

XXIII.

Lutzker, M., 2019. Bibliographic instruction and accreditation in higher
education. College & research libraries news, 51(1), pp.14-18.

XXIV.

Mohajan, H.K., 2018. Qualitative research methodology in social sciences and related
subjects. Journal of Economic Development, Environment and People, 7(1), pp.2348.

XXV.

Mohammadian, M. and Makhani, I., 2016. RFM-Based customer segmentation as an
elaborative analytical tool for enriching the creation of sales and trade marketing
strategies. International academic journal of accounting and financial management,
3(6), pp.21-35.

XXVI.

Moliner-Velázquez, B., Fuentes-Blasco, M., Servera-Francés, D. and Gil-Saura, I.,
2019. From retail innovation and image to loyalty: moderating effects of product
type. Service Business, 13(1), pp.199-224.

XXVII.

Moorhouse, N., tom Dieck, M.C. and Jung, T., 2018. Technological innovations
transforming the consumer retail experience: A review of literature. In Augmented
reality and virtual reality (pp. 133-143). Springer, Cham.

XXVIII.

Mozaheb, A., Alamolhodaei, S.M.A. and Ardakani, M.F., 2015. Effect of customer
relationship management (CRM) on performance of small-medium sized enterprises
(SMEs) using structural equations model (SEM). International Journal of Academic
Research in Accounting, Finance and Management Sciences, 5(2), pp.42-52.

XXIX.

Nuseir, M.T., 2016. Exploring the use of online marketing strategies and digital
media to improve the brand loyalty and customer retention. International Journal of
Business and Management, 11(4), pp.228-238.

XXX.

Nylander, E., Österlund, L. and Fejes, A., 2018. Exploring the adult learning research
field by analysing who cites whom. Vocations and learning, 11(1), pp.113-131.

XXXI.

Palmatier, R.W. and Crecelius, A.T., 2019. The “first principles” of marketing
strategy. AMS Review, 9(1-2), pp.5-26.

Page 29 of 31

XXXII.

Pantano, E. andPriporas, C.V., 2016. The effect of mobile retailing on consumers'
purchasing experiences: A dynamic perspective. Computers in human behavior, 61,
pp.548-555.

XXXIII.

Rader, H., 2019. Bibliographic instruction or information literacy. College &
Research Libraries News, 51(1), pp.18-20.

XXXIV.

Reicher, R. and Szeghegyi, Á., 2015. Factors affecting the selection and
implementation of a customer relationship management (CRM) process. Acta
PolytechnicaHungarica, 12(4), pp.183-200.

XXXV.

Santos, R., Au-Yong-Oliveira, M. and Branco, F., 2018, September. L'Oréal and its
innovative differentiated positioning process in the beauty industry. In European
Conference on Innovation and Entrepreneurship (pp. 717-XII). Academic
Conferences International Limited.

XXXVI.

Smith, A.D., 2017. Exploring the inherent growth of e-tailing via e-personalization
and technological innovations. International Journal of Innovation in the Digital
Economy (IJIDE), 8(1), pp.19-46.

XXXVII.

Stephen, A.T., 2018. How do you stay on trend amidst the always-evolving world of
digital marketing?.Mapping Out Marketing: Navigation Lessons from the Ivory
Trenches, p.1.

XXXVIII.

Ştirbu, S., Thirion, P., Schmitz, S., Haesbroeck, G. and Greco, N., 2015. The utility of
Google Scholar when searching geographical literature: comparison with three
commercial bibliographic databases. The Journal of Academic Librarianship, 41(3),
pp.322-329.

XXXIX.

Sulistyo, H., 2016. Innovation capability of SMEs through entrepreneurship,
marketing capability, relational capital and empowerment. Asia Pacific Management
Review, 21(4), pp.196-203.

XL.

Vakulenko, Y., Shams, P., Hellström, D. and Hjort, K., 2019. Service innovation in ecommerce last mile delivery: Mapping the e-customer journey. Journal of Business
Research, 101, pp.461-468.

XLI.

Veselova, N.A., Tarasova, V.A. and Kossukhina, M.A., 2017, February. The
application of customer loyalty management methods to the management of

Page 30 of 31

innovative project. In 2017 IEEE Conference of Russian Young Researchers in
Electrical and Electronic Engineering (EIConRus) (pp. 1371-1373). IEEE.
XLII.

Wali, A.F., Uduma, I.A. and Wright, L.T., 2016. Customer relationship management
(CRM) experiences of Business-to-Business (B2B) marketing firms: A qualitative
study. Cogent Business & Management, 3(1), p.1183555.

XLIII.

Webster, G. and Hume, M., 2019. Defining the role of social media as a
contemporary

local

area

marketing

technique

in

franchising.

In

Social

Entrepreneurship: Concepts, Methodologies, Tools, and Applications (pp. 13241353). IGI Global.
XLIV.

Wolfenden, L., Milat, A.J., Lecathelinais, C., Skelton, E., Clinton-McHarg, T.,
Williams, C., Wiggers, J., Chai, L.K. and Yoong, S.L., 2016. A bibliographic review
of public health dissemination and implementation research output and citation
rates. Preventive medicine reports, 4, pp.441-443.

XLV.

Yuan, Y., Gretzel, U. and Tseng, Y.H., 2015. Revealing the nature of contemporary
tourism research: Extracting common subject areas through bibliographic
coupling. International Journal of Tourism Research, 17(5), pp.417-431.

XLVI.

Zaveri, B. and Amin, P., 2019. Augmented and Virtual Reality: Future of Marketing
Trends. MANTHAN: Journal of Commerce and Management, 6(1), pp.16-25.

XLVII.

Zhu, G. and Gao, X., 2019. Precision retail marketing strategy based on digital
marketing model. Science Journal of Business and Management, 7(1), pp.33-37.

XLVIII.

Zimmerman, A. and Blythe, J., 2017. Business to business marketing management: A
global perspective. Routledge.

Page 31 of 31

